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TEXTO

Globalisation

Jul 20th 2009
From Economist.com

Globalisation is the more or less simultaneous marketing and sale of identical goods and services around the world. So widespread has the phenomenon become over the past two decades that no one is surprised any more to find Coca-Cola in rural Vietnam, Accenture in Tashkent and Nike shoes in Nigeria. The statistic that perhaps best reflects the growth of globalisation is the value of cross-border world trade expressed as a percentage of total global GDP: it was around 15% in 1990, is some 20% today and is expected by McKinsey & Company, a consulting firm, to rise to 30% by 2015.

Use of the word in this business context is alleged to go back at least as far as 1944, but its first very visible appearance was in the writings of Theodore Levitt (see article), a professor of marketing whose article published by Harvard Business Review in 1983 was entitled “The Globalisation of Markets”. In it he foresaw “the emergence of global markets for standardised products on a previously unimagined scale of magnitude”.

In “Can We Sustain Globalisation?”, a report published in 2007 by SustainAbility, a consulting firm, the authors wrote:

Frustratingly Levitt did not provide a compelling definition of globalisation in his article—and the void has subsequently encouraged a dizzying proliferation of competing definitions.

The report claims to have come across more than 5,000 of them. SustainAbility’s favourite is one provided by two Economist journalists. Globalisation, they wrote, “is the freer movement of goods, services, ideas and people around the world”.

The concept was popularised by an American journalist, Thomas Friedman, in his book “The World is Flat”. Published in 2005, it reached the top of several bestseller lists with its headline message that the world is now just one big integrated market.

Globalisation has been encouraged by:

• the growing liberalisation of markets around the world, giving western multinationals access to customers they never thought they would reach;

• easy internet access and cheap international telecommunications, the most obvious manifestation of which is call centres in India that are servicing customers and corporations in Europe and the United States;

• the rapid growth of large developing countries such as China, India and Brazil, and their growing demand not only for western consumer goods and technologies but also for goods and services from other developing countries. Trade between China and Africa, for instance, rose from $3 billion in 1995 to over $32 billion in 2005.

Companies have approached globalisation in two distinct ways. On the one hand are those such as Gillette and Heineken that have made little concession to local tastes and manufacture their goods in a few centralised production facilities that follow strictly uniform standards. “The product must be the same everywhere,” wrote a Heineken chairman recently. “To ensure quality, every 14 days our breweries send samples to professional tasters in the Netherlands.”

On the other hand are companies that tailor their products or services for each local market. Among them are Japanese carmakers such as Toyota, which now has plants in several countries producing for local markets, and Coca-Cola, which never tastes quite the same from one country to the next. A former chief executive of Coca-Cola admitted that the company had once upon a time changed its globalisation strategy. “We used to be an American company with a large international business,” he said. “Now we’re a large international company with a sizeable American business.”

http://www.economist.com/businessfinance/management/displaystory.cfm?story_id=14031230
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Globalização
Globalisation is the more or less simultaneous marketing and sale of identical goods and services around the world. So widespread has the phenomenon become over the past two decades that no one is surprised any more to find Coca-Cola in rural Vietnam, Accenture in Tashkent and Nike shoes in Nigeria. The statistic that perhaps best reflects the growth of globalisation is the value of cross-border world trade expressed as a percentage of total global GDP: it was around 15% in 1990, is some 20% today and is expected by McKinsey & Company, a consulting firm, to rise to 30% by 2015.

A globalização é mais ou menos o mercado e a venda de bens e serviços idênticos em todo o mundo. Assim, por toda parte temos o fenômeno acontecido nas últimas duas décadas que ninguém fica surpreso ao encontrar Coca-Cola na zona rural do Vietnã, Accenture em Tashkent e tênis Nike na Nigéria. A estatística que talvez melhor reflita o crescimento da globalização é o valor que atravessa o mundo dos negócios expressado numa porcentagem do total global do GDP: estava em torno de 15% em 1990, é algo em torno de 20% hoje e é esperado por McKinsey e Company, uma firma de consultoria, aumentar para 30% em 2015.
Use of the word in this business context is alleged to go back at least as far as 1944, but its first very visible appearance was in the writings of Theodore Levitt, a professor of marketing whose article published by Harvard Business Review in 1983 was entitled “The Globalisation of Markets”. In it he foresaw “the emergence of global markets for standardised products on a previously unimagined scale of magnitude”.
O uso no mundo desse contexto de negócios é alegado para voltar pelo menos perto de 1944, mais sua primeira aparência muito visível foi nos escritos de Theodore Levitt, um professor de mercado cujo artigo publicado pela “Harvard Business Review” em 1983 foi intitulado “The Globalisation of Markets” (A Globalização dos Mercados). Nele ele previu “o aparecimento do mercado global pela padronização de produtos sobre uma previamente não imaginada escala de magnitude”.
In “Can We Sustain Globalisation?”, a report published in 2007 by SustainAbility, a consulting firm, the authors wrote:

Frustratingly Levitt did not provide a compelling definition of globalisation in his article—and the void has subsequently encouraged a dizzying proliferation of competing definitions.

Em “Can We Sustain Globalisation?” (Nós Podemos Sustentar a Globalização?), um relato publicado em 2007 pela Sustain Ability, uma firma de consultoria, os autores escrevem:

Infelizmente Levitt não previu uma competição definida da globalização em seu artigo – e o vácuo subsequentemente encorajou uma vertiginosa proliferação de definições de competição.
The report claims to have come across more than 5,000 of them. SustainAbility’s favourite is one provided by two Economist journalists. Globalisation, they wrote, “is the freer movement of goods, services, ideas and people around the world”.
O relato declara terem aparecido mais de 5000 delas. O favorito da Sustain Ability é um que veio de dois jornalistas do “Economist”. Globalização, eles escreveram, “é o movimento livre de bens, serviços, idéias e pessoas em todo o mundo”.
The concept was popularised by an American journalist, Thomas Friedman, in his book “The World is Flat”. Published in 2005, it reached the top of several bestseller lists with its headline message that the world is now just one big integrated market.
O conceito foi popularizado por uma jornalista Americano, Thomas Friedman, em seu livro “The World is Flat” (O Mundo é Plano). Publicado em 2005, alcançou o topo de muitas listas de “bestseller” (mais vendido) com sua mensagem que o mundo é agora somente um grande mercado integrado.
Globalisation has been encouraged by:

• the growing liberalisation of markets around the world, giving western multinationals access to customers they never thought they would reach;

• easy internet access and cheap international telecommunications, the most obvious manifestation of which is call centres in India that are servicing customers and corporations in Europe and the United States;

• the rapid growth of large developing countries such as China, India and Brazil, and their growing demand not only for western consumer goods and technologies but also for goods and services from other developing countries. Trade between China and Africa, for instance, rose from $3 billion in 1995 to over $32 billion in 2005.
A globalização tem sido encorajada por:

· O crescimento da liberalização de mercados em todo o mundo dá para as multinacionais do ocidente acesso a consumidores que eles nunca pensaram que eles poderiam alcançar;

· O fácil acesso à internet e as baratas telecomunicações internacionais, a mais óbvia manifestação disto são os “call centres” (centro de atendimento) na Índia que estão servindo consumidores e corporações na Europa e nos Estados Unidos.

· O rápido crescimento de grandes países em desenvolvimento como a China, a Índia e o Brasil, e sua crescente demanda não somente para consumir bens do ocidente e tecnologias, mas também bens e serviços de outros países em desenvolvimento. O comércio entre China e África, por exemplo, aumentou de 3 bilhões de dólares em 1995 para 32 bilhões em 2005.
Companies have approached globalisation in two distinct ways. On the one hand are those such as Gillette and Heineken that have made little concession to local tastes and manufacture their goods in a few centralised production facilities that follow strictly uniform standards. “The product must be the same everywhere,” wrote a Heineken chairman recently. “To ensure quality, every 14 days our breweries send samples to professional tasters in the Netherlands.”
As companhias têm se aproximado da globalização por dois caminhos distintos. Em uma mão estão aqueles como a Gillette e a Heineken que têm feito poucas concessões para gostos locais e produtores de seus bens em uma produção pouco centralizada de fábricas que seguem estritamente padrões uniformes. “O produto deve ser o mesmo em todo lugar”, escreveu um diretor da Heineken recentemente. “Para assegurar a qualidade, a cada 14 dias os cervejeiros enviam amostras para provadores profissionais nos Países Baixos”.
On the other hand are companies that tailor their products or services for each local market. Among them are Japanese carmakers such as Toyota, which now has plants in several countries producing for local markets, and Coca-Cola, which never tastes quite the same from one country to the next. A former chief executive of Coca-Cola admitted that the company had once upon a time changed its globalisation strategy. “We used to be an American company with a large international business,” he said. “Now we’re a large international company with a sizeable American business.”
Pela outra mão estão companhias que adaptam seus produtos ou serviços para cada mercado local. Entre eles estão montadoras de carros japonesas como a Toyota, a qual agora tem fábricas em muitos países produzindo para o mercado local; e a Coca-Cola, a qual nunca tem o mesmo gosto de um país para o outro. Um antigo chefe executivo da Coca-Cola admitiu que a companhia tem uma equipe cuidando da sua estratégia global. “Nós trabalhamos para ser uma companhia americana com um grande negócio internacional”, ele disse. “Agora nós somos uma grande companhia internacional com um tamanho considerável de negócio americano”.
